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Abstract

Celebrity endorsement is an effective method of advertising due to the great influence they exert
over the members of a society. The success of a brand can be completely intertwined ith the
success of a celebrity. The research investigates the effectiveness of celebrity endorsements as
a method of promotion in the minds of consumers today. Another major goal of this research is
to explore whether Turkish consumers are affected by celebrity scandals andwill continue similar
purchase behaviour subsequent to the publicizing of a scandal. Descriptive research is conducted
on a sample of 390 participants to establish the overall attitudes, and purchase behaviour of
Turkish consumers.Through the data obtained via face-to-face surveys, it is concluded that the
majority of consumers are highly critical about the private lives of celebrities and when a
celebrity is imvolved in a scandal, this ultimately leads to an adverse influence on the decision to
purchase a product or service endorsed by that celebrity. The results from this study has
confirmed that there is a great risk for companies who use celebrity endorsements in the Turkish
market, since consumers carve significantly when the reputation of a celebrity is tarnished.
Companies need to figure out how to distance themselves fiom a celebrity and do damage control
Jollowing the eruption of a scandal in order to avoid the collapse of their brands.

Keywords: Purchasing decision, voung Turkish consumers, celebrity endorsement, celebrity
scandal

0z

Reklamlarda “iinlii kullammn, séhretli kisilerin toplumun birevleri iizerindeki biiviik niifuzundan
dolayi etkili bir yontemdir. Bir markamn basarisi, bir iinliiniin basarisi ile tamamen icice gecmis
olabilir. Bu arastirma, bir tutundurma yontemi olarak iinli  kullammunin  tiketicilerin
zihinlerindekietkinligini élgmelk amacivla yapilmistiv. Arastirmanin diger temel hedefi ise, Tiirk
tiiketicilerin tinlii kisilerin karistigr skandallardan etkilenme durumlarm ortaya koymak ve bu
skandallarm ardindan tiiketici satin alma davramslarmm aym kalip kalmadigim kesfetmektir.
390 tiiketici ile tanumsal aragtirma yiiriitiilmiis olup, Tiirk tiiketicilerin genel tutumlari ve satin
alma davramglart saptanmistiv. Yiizyiize yapilan anketlerin sonucunda, tiiketicilerin biiviik
cogunlugunun iinlii kisilerin 6zel havatlar hakkinda elestirel olduklar ve iinlii kisi bir skandala
karisnginda destekledigi tiviin veya hizmeti satin alma karvarlar iizerinde olumsuz etkisi oldugu
goriilmiistiiv.  Bu ¢alismamn  sonuglar:, Tiirk pazarinda markalarm  dinlii - kullanmminin,
tiiketicilerin tinlii kisinin markast zedelendiginde verdikleri repki goze alinarak, son derece riskli
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oldugunu dogrulanustir. Isletmeler, ortava ¢ikan bir skandalin ardindan markalarimin batmastm
onlemek icin, iinlii kisiden kendilerini uzaklastirmayvt ve zararlarim kontrol altina almayi
dgrenmekzorundadirlar.

AnahtarKelimeler: Satin almadavramsi, gencTiivk tiiketiciler, inlii  kullanimi, iinliilerin
skandallart

Introduction

People idolize celebrities, so when famous people are seen in advertisements promoting a new
product, audiences are prompted to buy that product, either subliminally or directly. The brand
value added by celebrities is immediate and palpable. When a celebrity signs an endorsement deal
with a product, an element of legitimacy is suddenly present in the company, because of the power
of the name backing it up. Brands are increasingly gaining by getting themselves associated with
celebrities and this is evolving as a vital strategy of marketing and promotions which continue to
bring vast numbers of advantages to the brands (Temperley&Tangen 2006).

Hartley (2002)defines celebrities as “individuals who are noted for their identity in the media”.
He states that the ‘celebrity’ status has flourished under “the conditions of post-modernity
whereby the hyper-production of images leads to some faces and bodies being more recognizable
than others™ (Hartley, 2002: 26). With the rapid increase of social media and other new platforms,
celebrities have become more visible and accessible than ever before. With huge number of
followers on sites like Snapchat, YouTube, Instagram and Twitter, celebrities now have more
cachet and influence on brands. All of these social media sites give celebrities access to distinct
target audiences.

Daniel Boorstin is responsible for one of the most widely quoted sayings about celebrity: ‘the
celebrity is a person who is well-known for their well-knownness’ (Clark er al. 2002: 42). This
saying seems to hold true especially for today’s celebrities as anyone can become an instant
celebrity through various means and channels such as reality TV shows, social media blogs.etc.

The role of the celebrity can be constructed around anyone whose image
is circulated regularly in television, movies, magazines, newspapers as well as social media.
Celebrities depend on all of the media channels for maintaining their celebrity status. Okonkwo
(2006)states  that  celebrities exert significant influence in major facets of
society, ranging from music, sports, movies and television, sports, politics and even religion.

Clark er al. (2002: 42) expresses that the focus on celebrities is one way in
which audiences can escape from the routine boredom and problems, and the increasing interest
in this area in both magazines and newspapers suggests that the need for diversion is one of the
most dominant needs of audiences in today’s market. Clark er al. conclude that people are
attracted to celebrities as a means of escape from the routine of their daily lives through the focus
on the lives of others, all fuelled through the growing number of media outlets. Many people are
inspired by celebrities and they emulate their lifestyles and possessions. People want to wear the
“popular” branded clothes, have the “cool” accessories, drive the “hot” cars, and hang out at the
“hip” places.

The Power of Celebrity Endorsements

Friedman & Friedman (1979) describe a celebrity endorser as someone known to the public for
their achievements in areas other than of the product class endorsed. “Celebrity endorsement is
the use of a well-known person to promote a company or product brand” (Pinkton and Broderick,
2004: 56). Through this connection created by the media between the celebrity and the public,
marketers have seen an opportunity to use this popularity to their advantage, resulting in a huge
emphasis being placed on the use of endorsements by these celebrities. The influence
of celebrities is a phenomenon that crosses boundaries and takes place irrespective of
socioeconomic or ethnic backgrounds (Brown, 2015).

Consumers are prone to buying a product when they see a familiar face in the ads, most also
assume that it must be a high quality product because they see some credentials. Most consumers
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would believe that if their favorite stars think the product is favorable, then they would most likely
buy the product. In his research Okonkwo (2006) supports this by stating that celebrity
endorsement transfers the wealthy and distinctive personality and status of the celebrity directly
on to the brand.

The usage of celebrities in advertising has dramatically increased around the globe with an
estimate done in six advertisements during 2007 featuring celebrities endorsing products or
services (Shimp, 2007: 250). White et al. (2008) stated that in the year 2006 it was estimated that
two to three billion dollars were spent on the use of celebrity endorsers in the US alone. The
identity of celebrities is crafted as a brand and promoted as a commodity to sell not only products
derivative of their work (movies, albums, etc.), but also lines of luxury goods such as clothing,
perfumes, and/or cosmetics (Lieb, 2013).

The first major research objective of this research attempts to identify the overall attitudes of
Turkish consumers towards celebrity endorsed products and services. Previous research stream
in this field discuss the increased usage of this promotion method of marketing as a result of the
favorable attitudes of consumers. Pressman (2008: 310) claims if a product bears a celebrity’s
name or endorsement, people will be more likely to buy it. Therefore, getting a celebrity to
endorse a brand is often a key to instant success. Along similar lines, celebrities who are featured
as endorsers have the ability to grab the audience’s attention, giving retailers a better chance of
communicating their message to consumers (Choi and Rifon, 2007).According to Temperly and
Tangen (2006), in a world where it is becoming more and more difficult to grab consumers’
attention, celebrity endorsements are viewed as an integral promotional tool in the overall
marketing plan. The marketing buzz could turn into a roar if the celebrity endorser has the right
appeal and credibility.

In a more recent research, Choi and Berger discuss the expanding role of celebrities saying,
“Celebrities in the 21stcentury have expanded from simple product endorsements to sitting on
United Nations committees, regional and global conflict commentators and international
diplomacy.” (Choi and Berger, 2010). For example, with the recent on-going conflict in war-torn
Syria, Angelina Jolie has played a big role as a Special Envoy for the U.N. making several visits
to Turkey and Syria. She focused on major crises that resulted in mass population
displacements, and major refugee problems. Thorough her role as a goodwill ambassador, she has
become a popular and prominent celebrity for Turkish consumers.

The Risks of Celebrity Endorsements

The second goal of this research aims to analyze the impact on the purchase decision of Turkish
consumers to a scandal involving the celebrity endorser of a brand. How celebrity endorsements
affect consumer purchase decision is studied extensively by marketing and social psychology
researchers. A literature review in this field reveal that some theorists believe the use of celebrities
involves a huge amount of risk and in some cases is not worth this risk. McKee (2008) says
celebrity spokespeople are expensive and risky. and they don’t always payoff. Miciak and
Shanklin (1994) state that when an endorser’s image becomes ‘tarnished by allegations of illicit,
unethical, unusual, or even slightly unconventional behavior’, this instantly creates serious
problems for the endorser. Along similar lines, a study by Bruce er al. expresses that “any negative
news about a celebrity may reduce the celebrity’s allure, and therefore the appeal of the brand
that the celebrity has endorsed” (Bruce et al., 2004:127).

When celebrities are involved in scandals such as extra martial affairs, getting arrested for drunk
driving or get caught doing drugs, the endorsed brands ultimately pay the price. Consumers are
emotionally and morally connected to the celebrity they idolize. When a scandal erupts, the
celebrity falls from grace, consumers feel disappointed and brands face potential repercussions.
The key research question is to ascertain whether consumers from different countries and cultures
exhibit a similar type of response following a scandal involving a celebrity endorser. Do people
place less or more emphasis on the personal lives of celebrities? Are there any adverse effects on
the purchasing decision towards endorsed brand by such celebrities? This research will attempt
to clarify this issue from the viewpoint of young Turkish consumers.
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Celebrity Endorsers involved in Scandals:
This study will look at four particular celebrities from the Turkish market:

Kivanc TATLITUG: A popular Turkish actor endorsing one of Turkey’s most successful global
jean brands ‘MAVT’ has been heavily criticized for his drunk and disorderly behavior during a
Turkish Airlines flight from Istanbul to LAX.

Fahrive EVCEN: A popular Turkish actress endorsing a major apparel retailer “KOTON”. She
has been criticized for rude and snobby behavior in public, getting into arguments with store
employees and fans on numerous occasions.

Hadlise: An internationally famous Turkish singer failing to perform the Turkish National
Anthem at a national soccer tournament. At the time of the incident, she was the face for
Turkey’s leading hosiery & socks manufacturer “PENTI”.

Tarkan: A highly popular Turkish singer was charged with the use of cocaine. He was the face
for the leading digital music platform FIZY.
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Purpose of the Study
This research intends to shed light on the following objectives:

e To explore the overall attitudes of Turkish consumers towards the
celebrity endorsement of a brand. Is this method of promotion perceived as a popular and
effective method?

e Do Turkish consumers buy products and services just because they have been endorsed by
their favorite celebrities?”

e To investigate the impact on the purchase decisions of Turkish consumers to a scandal
involving the celebrity endorser of a brand.

e “Does a scandal result in a change in the consumers’ purchasing decision of products
endorsed by the celebrity?”

Hypotheses of the Study

H1: Turkish consumers exhibit an increase in their product purchases when these products are
endorsed by their favorite celebrities.

H2: A celebrity scandal has a negative impact on Turkish consumers’ purchasing decision of
products endorsed by that celebrity.

Research Design Strategy

This research consists of two parts. In the first part, a pilot study was adopted to determine the
celebrities which would be analyzed in the research. A group of 50 respondents took part in the
pilot study and they were asked to identify the celebrities they remembered that were involved in
scandals. The frequency analysis revealed 7 celebrities respondents recalled regarding scandals,
and the 4 celebrities with the highest frequency was targeted for the study.

In the second part of the research, surveys were applied to analyze the overall attitudes of
Turkish consumers towards the celebrity endorsements as well as the impact these
endorsements have on consumers’ purchase decisions.

Data Collection and Survey Instrument

To achieve the objectives of this study, a quantitative analysis was chosen, using
convenience sampling as a method of data collection. The sample population for this
research consisted of young consumers between the ages of 18-23 years from the capital
city of Ankara. A self-administered survey was used and a total of 400 surveys were
distributed.

The research has been implemented at the shopping malls since malls are the most popular
hangout locations for young consumers. AnkaMall is the largest shopping mall in the capital city
(125.000m2) therefore it has been designated as the point of research. The study was carried out
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during the weekends of a two-month period; respondents were selected randomly, based on their
age criteria. All of the surveys were completed face-to-face.

The survey consisted of three parts. The first three questions were screening questions, designed
to ensure that the respondent was within the population of interest and had a certain amount of
familiarity with the research topic. The next group of questions was designed to establish the
respondents’

knowledge of, and attitude towards, celebrity endorsement.

The following group of questions was aimed at answering the second objective and were focused
on the respondents reaction towards a scandal on the part of the celebrity and what effect that
might have on the purchasing decision of the consumers.

The data was sorted and analyzed with SPSS 21.0 and hypotheses were tested with regression
analysis.

Findings and Discussion

When the demographic profile is examined, it is observed that a majority of the respondents are
female, unemployed and between the ages of 21-23 (Table 1).

Table 1. Demographic Profile of the Sample

Factors Criterion Frequency

Age 18-20 196
21-23 204

Gender Female 249
Male 151

Employment Unemployed 254

Status Employed 146

Table 2 exhibits the major factors that influence the impact of celebrity endorsement. The
respondents were asked to rank the major factors and “celebrity-target audience match” was
reported to be the most influential factor among all listed factors. celebrity-product match” was
stated to be the least important factor which is interesting to note because it is usually argued that
the right match between a product and a celebrity is crucial for the success of the endorsement.

Table 2. Major factors that influence the impact of celebrity endorsement

Major factors Frequency
P Celebrity — target audience match 120

P Celebrity controversy risk 80

P Celebrity physical attractiveness 76

P Celebrity credibility 72

P Celebrity popularity 28

P Celebrity — product match 24

HI1 hypotheses tested whether Turkish consumers exhibit an increase in their product purchases
when the products are endorsed by their favorite celebrities. For this purpose, regression analysis
was conducted and HI was accepted as a result of this analysis. (sign=0,000 F = 494,969). R value
(0,745) stated that there is a significant relationship and high correlation between variables.
According to the determination coefficient (R? =0,554), product endorsements by consumers’
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favorite celebrities are able to account for 55% of the changes in consumers’ purchasing decisions.
Thus, the use of celebrity endorsements isperceived to be an effective method of advertising and
consumers state that the use of a celebrity endorser adds value and prestige to a brand.

The second hypothesis of the study investigated whether a celebrity scandal has a negative impact
on young Turkish consumers’ purchasing decisions of products endorsed by that celebrity. Based
on the results of the regression analysis, H2 was accepted (sign=0,000 F=632,105), indicating
that celebrity scandals have a negative effect on consumers purchasing decisions regarding that
brand. R value (0,783) stated that there is a significant relationship and high correlation between
variables. The determination coefficient (R* =0,614), signifies when a celebrity is involved in a
scandal, this leads to an impact of %61 decrease on the product purchases for that brand.

Conclusion

Brands are eager to land a celebrity spokesperson because sales tend to jump after it has been
endorsed by a star. Having a celebrity represent a certain brand can help differentiate it from the
competition. For this reason, companies make significant investments to celebrity endorsement
deals. In light of the popularity of celebrity endorsements, this research study intended to shed
light on two fundamental goals.

The first goal of the paper was to explore the overall attitudes of young Turkish consumers to the
use of celebrity endorsement in advertising in the Turkish market. It has been observed that
attitudes of young Turkish consumers are generally in line with the existing research. The use of
celebrity endorsements are perceived to be an effective method of advertising and consumers state
that the use of a celebrity endorser adds value and prestige to a brand.

The second goal of the research focused on assessing the impact of a celebrity scandal. Through
the findings of the study, it can be concluded that that there is a significant adverse effect on the
purchase decision of young Turkish consumers, towards brands endorsed by celebrities involved
in scandals.

Apparently, young Turkish consumers are quite critical of the private lives of the celebrities,
especially when they are involved in a scandal such as an extra-marital affair, physical altercation
or drug-use. 61% of consumers claimed they would refuse to purchase endorsed brands, stating
their reasons as ‘the moral and social impact of the scandal’. When the celebrity does not align
with their values, consumers lose their faith and respect in that celebrity and distance themselves
from the endorsed brand.

The majority of consumers feel that celebrities are greatly admired and idolized in the Turkish
society but when they get involved in a scandal it is difficult to recover from the negative impact
and reclaim their position of successful celebrity endorser. For this reason, it is important that
retailers in Turkish market carefully choose an endorser who currently has a good image and will
likely be able to uphold this image in the future.

Recommendations

Based on the results of this research, it can be expressed that celebrity endorsement is an important
method of advertising, and companies should continue to invest in this method since it remains
an effective means of attracting the attention of young Turkish consumers. Celebrities are
perceived as a source of inspiration in the society.

The only critical issue is how to manage and protect the brand when a celebrity gets caught up in
a scandal. Contrary to studies conducted in other European countries, young Turkish consumers
have stated that they care about the celebrities’ private lives and in the case of a scandal they will
refuse to purchase the endorsed products and services. Thus, companies in the Turkish market
need to evaluate the damage a celebrity can do for the endorsed brand and develop plans to
alleviate such risks. They should determine when to pull the plug on misbehaving celebrities
before their brands crash and burn. The ultimate goal should be how to fine tune the effectiveness
of endorsements so that they can lead to bigger impact on young consumers.
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It is also recommended to expand this research to a broader consumer group in other parts of
Anatolia. The sample for this research consisted of young, urban and educated consumers. It
would be interesting to see whether results would be similar with consumers from rural areas and
varying demographic characteristics.

A final note of recommendation would be to highlight the fact that public relations for individuals,
among which celebrities, politicians, and CEOs are still in its infancy. Marketing managers and
communication teams need to focus more on image management to form a solid public identity
for the celebrities they choose to work with.
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GENISLETILMIS OZET
Giris
Glintimiizde, markalarin dikkat cekme ve farkindalik olusturma adina kullandiklari en dnemli
stratejilerden birisi iinlii kullanimu stratejisidir. Uriin veya hizmetlerin pazarlanmasinda ve marka
konumlandirma cabalarinda basarry1 kisa yoldan ve en etkili sekilde sunabilecek bir strateji

algisina sahip olan reklamlarda tinlii kullanimi, markalar acisindan yiiksek maliyetlere neden olsa
da iletisim hedeflerine ulagsma sansim biiyiik Glciide artirmaktadir.

Hartley (2002) unlivstar kavramini, medyada kimlikleri 6n plana cikan bireyler olarak
tamimlamaktadir. Hartley’e gére, post-modern cagimizda, bazi bireylerin yiiz ve viicutlarina ait
resimlerin daha fazla taninmasi sonucu celebrity denilen tinlit kavramu ortaya cikmustir (Hartley,
2002: 26). Sosyal medya platformlarinin hizl yitkselisi ile birlikte, tinlii kisiler eskiye oranla cok
daha fazla goriiniir ve erisilebilir olmuslardir. Snapchat, YouTube, Instagram ve Twitter gibi
sitelerdeki cok sayida takipcileriyle, tinliilerin markalar fizerindeki etkileri de ciddi oranda
artmistir. Bu sosyal medya siteleri, tinlitlerin farkli hedef kitlelere belirgin sekilde ulasmalarim
saglamaktadir.

Tiiketiciler, reklamlarda tanidik bir viiz gordilklerinde, o friinii almaya egilimlidirler.
Tiiketicilerin ¢ogu, bir tirtiniin sevdikleri iinlii kisi tarafindan tercih edildigini diistiniirse, o zaman
biiyitk olasilikla o tirlinti satin almayi arzu ederler. Sporcu, sinema oyuncusu, sarkici, gazeteci
gibi kitleler tarafindan taninan ve sevilen tinliilerin belirli bir tirtinfl kullanirken gériinmesini
saglamak firiine olan talebi arttirmaktadir. 2006 yilinda Okonkwo’nun vaptigt calismada da bu
tez desteklenmektedir. Calismada, tinlii kisinin, zengin ve ayurt edici kisiligi ile statiistinii
dogrudan markaya aktardigi ifade edilmektedir. Bu baglamda, marka yoéneticileri icin, tinlii secimi
bityiik bir éneme sahiptir.

Arastirmanim Amaci ve Onemi

Bu calismanin hedefi, genc Tiirk tiiketiciler arasinda, tiittindiirma yontemi olarak reklamlarda
tinlti kullanmminin etkinligini ortaya koymaktir. Bu dogrultuda arastumada iki temel amac
saptanmustir. Birinci amac, gen¢ Tiirk tiiketicilerin tinliilerin destekledigi {irtin ve hizmetlere
yonelik genel tutumlarini belirlemeye calismaktir. Tkinci amac ise, bir markayi destekleyen iinlit
kisinin skandala karnismasimin, genc Tiirk titketicilerin satin alma kararlar tizerindeki etkilerini
analiz etmektir.

Arastirma Tasarimi

Bu arastirma temel olarak iki boliimden olusmaktadir. Birinci boliimde, arastirmada
analiz edilecek Unliileri belirlemek i¢in 50 katilimcidan olusan bir pilot ¢alisma yapilmis
ve skandallara karisan hatirladiklar {inliileri tanimlamalari istenmistir. Frekans analizleri
sonucunda, katilimcilar skandallariyla hatirlanan 7 {inlii katilimecry:r belirlemislerdir.
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Bunlann i¢inden ¢alisma icin en yiiksek siralamaya sahip 4 tinlii secilip arastirmaya dahil
edilmistir.

Arastirmamn 1kinci béliimiinde, Tirk tiiketicilerin inlii kullammina kars: genel
tutumlarini ve {inlii kullanimimnin tiiketicilerin satin alma kararlari iizerindeki etkilerini
analiz etmek icin anketler uygulanmustir.

Veri Toplama Yontemi ve Araci

Bu arastirmanin amagclarina ulasmak i¢in, veri toplama yontemi olarak kantitatif analiz
tercih edilmis ve kolayda ornekleme yontemi kullanilmastir. Arastirmanim 6rneklemi,
Ankara'da yasayan 18-30 yas arasindaki genc tiiketicilerden olusmaktadir. Arasirmada
toplam 400 anket uygulanmistir.

Geng tukeficilerin en ¢ok vakit gecirmekten hoslandiklari mekanlar olmalari nedeniyle
arastirmanin uygulama yeri olarak alisveris merkezleri tercih edilmis ve Ankara’nin m?2 bazinda
en biiyitk AVM’si olan ANKAMALL (125.000m2) uygulama yapilacak AVM olarak secilmistir.
Arastirma kapsaminda.iki aylik bir zaman diliminde, AVM popiilasyonun en yogun oldugu
zamanlar olan haftasonlar1 AVM’ye gidilmis, alisveris yapan bireyler random olarak secilmis ve
yas kriterini saglayan deneklere anket calismasi yapilmustir. Anketler face-to-face yapildid icin
tamamu arastirmaya dahil edilmistir.

Arastirmada kullamilan anket {ic bolimden olusmaktadir. Ilk i soru, ankete katilanlarn
ilgilenilen popiilasyon i¢cinde olmasim ve arastirma konusunu belirli bir sekilde tanimasini
saglamak icin tasarlanan hazirlama sorularindan olusurken, bir sonraki soru grubu, katilimeilarin
tinlti kullanimina dair bilgilerini ve inlii kullanimina karsi genel tutumlarini tespit etmek icin
tasarlanmustir.

Arastirmanin verileri SPSS 21.0 paket program kullanilarak tasnif ve analiz edilmis ve hipotezler
Regresyon analizi ile test edilmistir.

Arastirmamn Bulgular ve Tartisma

Deneklerin demografik profilleri incelendifinde, cogunlugunu female consumer’larin
olusturdugu goriiltirken, bityiik cogunlugunun unemployed olduklar da belirlenmistir. Yasa gore
dagilim incelendiginde ise 24-29 yas arasi grubun arastirmaya katilan denekler icinde cogunlugu
olusturdugunu séylemek miimkiindiir (Tablo 1).

Tablo 1. Deneklerin Demografik Profili

Demografik Faktorler Kriterler Frekans
Yas 18-23 150
24-29 180
30-35 70
Cinsiyet Kadn 249
Erkek 151
Calisma Durumu Calismiyor 254
Calisiyor 146

Tablo 2°de “Unlit Kullanimunin Etkisini Arttiran Temel Faktérler”in sonuglart gériilmektedir.
Deneklerden, tinlii kullaniminin etkisini arttiran temel faktorleri siralamalar istenmis, buna gore
“finlii-hedef kitle eslesmesi” en etkili faktér olarak belirlenirken, en az etkili faktériin de “iinlii-
tirlin eslesmesi” oldugu gorilmustiir.
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Tablo 2. Unlii Kullanimimn Etkisini Arttiran Temel Faktorler

Temel Faktorler Frequency
P Unlii — Hedef Kitle Eslesmesi 120

P Unliilerin Anlasmazlik Riski 80

P Unliiniin Fiziksel Cekiciligi 76

P Unliilerin Giivenilirligi 72

P Unliilerin Popiilerligi 28

P Unlii-Uriin Eslesmesi 24

HI1 hipotezinde, sevdikleri tinliiler tarafindan iirtiniin desteklenmesinin, o iiriinti satin alma
davranisiarttirp arttirmadigi test edilmeye ¢alisilnustir. Bu amagla, hipoteze regresyon analizi
yvapilnus ve H1 hipotezi kabul edilmistir (sign=0,000 F=494,969).

R degerine gore (0,745) degiskenler arasinda pozitif ve yiiksek korelasyon oldugu belirlenmistir.
Determinasyon katsaymna bakildiginda (R®> =0,554), iirGnlerin favori finliller tarafindan
desteklenmelerinintiiketicilerin satin alma davranisindaki degisimlerin %355 ini acikladidi
gorillmektedir. Buna gore, iinlii kullaniminin etkili bir reklameilik yontemi olarak algilanmakta
oldugunu ve titketicilerin bir tinliintin kullammimin bir markaya deer ve prestij kattigim
diistindiiklerini soylemek mamkiindiir.

Arastirmanin ikinci hipozinde ise iinliilerin karistigi skandallarin titketicilerin satin alma
davranislar: tizerindeki olumsuz etkileri test edilmistir. Regresyon analizi sonucunda H2 hipotezi
kabul edilmis (sign=0,000 F=632,105), iinliilerin karistif1 skandallarin tiiketicilerin o markayi
satin alma davranislarini olumsuz etkiledigi sonucuna varilmistir.

R degerine gore (0,783) degiskenler arasinda pozitif ve yiiksek korelasyon oldugu belirlenmis ve
determinasyon katsayina gére ise (R? =0,614), tinliintin bir skandala karigmis olmasimin
tiiketicilerin o markay1 satin almasini %61 oraninda azalttigini sdylemek miimkiindiir. Burada
tinliilerin karistigi skandallarin tiiketici tizerindeki negatif etkisi acikca goriilmektedir.

Sonuc ve Oneriler

Arastirmanin sonuclari, geng Tiirk tiiketicilerinin, iinliilerin 6zel hayatlarinda evlilik dis1 bir iliski,
kavga veya uyusturucu kullanimui gibi skandallara karistiklarinda, oldukca elestirel bir bakis
acisina sahip olduklarini ortaya koymaktadir. Tiiketicilerin % 61'i, bu elestirel tavrin nedenlerini
'skandalin ahlaki ve sosyal etkisi' olarak belirterek, tinlii kisinin destekledigi markalar1 satin
almayi reddedeceklerini iddia etmistir. Unlii kisiler. tiiketicilerin sahip olduklari ahlaki ve
toplumsal degerlere uymadiginda, tiiketiciler bu tinliilere olan inanclarini ve saygilarini vitirir,
dolayisi ile onaylanan markadan uzaklasirlar.

Tiiketicilerin 6nemli bir béliimii, tinliilerin Tiirk toplumunda biiyiik begeni ve hayranlik
uyandirmakta olduklarini, ancak bir skandala karistiklarinda, olumsuz etkilerden kurtularak,
basarili pozisyonlarimi geri kazanmalarinin zor oldugunu ifade etmislerdir. Bu nedenle, Tiirkiye
pazarindaki perakendecilerin dikkatle, su anda iyi bir imaja sahip olan ve gelecekte bu imaji
koruyabilecek bir “iinlii” kisi secmesi onemlidir. Aksi takdirde, marka imajlar1 ve marka
konumlandirmalar ciddi yara alacaktir.

Calisma, elde ettigi bulgular ile oldukca ilgi cekicidir. Zira Avrupa ve ABD’de yapilan benzer
arastirmalarda, tiiketicilerin tinlii kisilerin 6zel hayatlarini Ttirk titketiciler kadar elestirel bir bakis
acisi ile dederlendirmedikleri gériilmektedir. Tiirk toplumunda tinli kisiler bir ilham kaynagi
olarak algilanmakta ve 6zel hayatlar ile de topluma 6rnek olmalari arzu edilmektedir. Dolayisi
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ile, tinlii kisilerin skandal olaylara karismast kabul edilemez bir durum olarak gérilmektedir.

Skandal meydana geldiginde tinlii kisinin sadece sahsi degil, destekledigi marka/markalar da zarar
gormektedir.

Bu arastirma, Ankara ilinde, genc, kentsel ve egitim seviyesi yiiksek tiiketici profili fizerinde
uygulanmustir. Farkli illerde, farkl yas ve egitim diizeylerinde, hem kentsel, hem de kirsal tiikefici

gruplart ile benzer arastirmalar yapilmasi miimkiin olacaktir. Boylece karsilastirmali sonuclar da
gozlemlenebilir.
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